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PENGARUH ONLINE PERSONAL BRANDING DALAM 
INSTAGRAM FEED @JEROMEPOLIN TERHADAP BRAND 
ATTITUDE FOLLOWERS DENGAN KEPUTUSAN PEMBELIAN 
BUKU MANTAPPU JIWA SEBAGAI VARIABEL INTERVENING 
ABSTRAK 
Oleh: Deborah Wijaya 
Online personal branding adalah salah satu strategi pemasaran yang digunakan 
untuk mengatasi persaingan bisnis. Hal itu dilakukan oleh Jerome Polin sebagai 
salah satu influencer di Indonesia yang concern dengan pendidikan. Ia menulis 
buku berjudul Mantappu Jiwa dan mencoba menjual buku tersebut melalui aktivitas 
online personal branding di Instagram feed. Harapannya adalah terbentuk brand 
attitude followers terhadap Jerome melalui buku tersebut. Penelitian ini membahas 
pengaruh dan besarnya online personal branding terhadap brand attitude followers 
melalui keputusan pembelian buku Mantappu Jiwa dengan pendekatan kuantitatif.  
Penelitian menggunakan konsep online personal branding dari Frischmann (2014), 
brand attitude oleh Schiffman, Kanuk, & Hansen (2012), dan keputusan pembelian 
dari Kotler & Keller (2012). Survei disebar kepada 250 responden dengan 
menggunakan skala likert. Hasil penelitian menunjukkan bahwa ada pengaruh 
signifikan dari online personal branding kepada brand attitude sebesar 27,7%. 
Namun, melalui keputusan pembelian menjadi 51,1% yang berarti pengaruh lebih 
besar jika melewati variabel intervening. 
 
Kata Kunci: Online personal branding, Brand Attitude, Keputusan Pembelian, 









THE INFLUENCE OF ONLINE PERSONAL BRANDING IN 
INSTAGRAM FEED @JEROMEPOLIN ON BRAND 
ATTITUDE FOLLOWERS WITH PURCHASE DECISION 




By: Deborah Wijaya 
Online personal branding is one of the marketing strategies used to overcome 
business competition. This was done by Jerome Polin as one of the influencers in 
Indonesia who cares about education. He wrote a book called Mantappu Jiwa and 
tried to sell the book through online personal branding activities on his Instagram 
feed. The hope is to shape the brand attitude of his followers towards Jerome 
through the book. This study discusses the influence and magnitude of online 
personal branding on followers' brand attitudes through purchasing decisions for 
the Mantappu Jiwa book with a quantitative approach. This study uses the concept 
of online personal branding from Frischmann (2014), brand attitude by Schiffman, 
Kanuk, & Hansen (2012), and purchasing decisions from Kotler & Keller (2012). 
The survey was distributed to 250 respondents using a Likert scale. The results 
showed that there was a significant influence of online personal branding on brand 
attitudes of 27.7%. However, through purchasing decisions, it becomes 51.1%, 
which means that the effect is greater if it passes through the intervention variable. 
 
Key Words: Online personal branding, Brand Attitude, Purchase Decision, Jerome 
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